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 ABSTRACT 
 
In supplier-dealer relationships, commitment is referred to as a desire to develop a stable 
relationship and a willingness to make short-term sacrifices to realize long-term benefits 
from the relationship. Despite the many past studies conducted in the area of relationship 
commitment, little is known to what extent the power and trust factors influence 
relationship commitment. The present research examines the factors that influence 
relationship commitment, particularly the roles of the supplier’s power and trust in 
enhancing relationship commitment among the dealers. Based on the Social Exchange 
Theory, this research endeavored to develop a conceptual model of relationship 
commitment that links the element of relationship commitment with the mediated and 
non-mediated power of the supplier as perceived by the dealer and the trust of the dealer 
towards the supplier. Using a questionnaire, data from 317 car dealers in Thailand were 
collected and analyzed to test the hypotheses. Data were analyzed using descriptive 
analysis, factor analysis, correlational analysis and regression analysis. The results show 
that the level of relationship commitment among car dealers towards their suppliers is at 
high level. Trust influences relationship commitment among the car dealers. However 
only non-mediated power (expert and referent) show significant influences on 
relationship commitment while mediated power (reward, coercive and legal legitimate) 
show no significant influence on relationship commitment.  It was also found that trust 
plays a role as a partial mediator that links non-mediated power and relationship 
commitment. Theoretical, methodological and managerial implications are discussed 
along with suggestions for future research avenues.  
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ABSTRAK 
 
Di dalam perhubungan pembekal-pengedar, komitmen dirujuk sebagai keperluan untuk 
membangunkan hubungan yang stabil, dan kesanggupan untuk membuat pengorbanan 
jangka pendek bagi merealisasikan faedah masa hadapan dalam sesuatu perhubungan. 
Walaupun terdapat banyak kajian lepas dalam bidang komitmen perhubungan, namun 
tidak banyak yang diketahui tentang sejauh mana faktor kuasa dan kepercayaan memberi 
kesan kepada komitmen perhubungan. Justeru, kajian ini mengkaji faktor yang 
mempengaruhi komitmen perhubungan, iaitu peranan kuasa dan kepercayaan pembekal 
untuk menggalakkan komitmen perhubungan dalam kalangan pengedar.  Berdasarkan  
Teori Pertukaran Sosial, kajian ini dijalankan dengan bertujuan untuk membangunkan 
model konseptual komitmen perhubungan yang menghubungkan antara elemen 
komitmen perhubungan dengan kuasa perantara dan bukan-perantara pembekal yang 
dilihat oleh pengedar dan kepercayaan pengedar terhadap pembekal. Dengan 
menggunakan borang soal selidik, data daripada 317 pengedar kereta di Thailand telah 
dikumpul dan dianalisis untuk menguji hipotesis kajian.   Seterusnya, data dianalisis 
dengan  menggunakan analisis deskriptif, analisis faktor, analisis korelasi dan analisis 
regresi.  Dapatan kajian menunjukkan bahawa tahap komitmen perhubungan dalam 
kalangan pengedar kereta adalah pada tahap yang tinggi. Kepercayaan mempengaruhi 
komitmen perhubungan dalam kalangan pengedar kereta. Walau bagaimanapun, hanya 
kuasa bukan-perantara (kemahiran dan rujukan) menunjukkan hubungan yang signifikan 
dengan komitmen perhubungan manakala kuasa perantara (ganjaran, paksaan, dan 
legitimasi perundangan) menunjukkan hubungan yang tidak signifikan. Kajian turut 
mendapati bahawa kepercayaan memainkan peranan sebagai perantara separa  yang 
menghubungkan antara kuasa bukan-perantara dan komitmen perhubungan. Implikasi 
teori, metodologi dan pengurusan turut dibincangkan bersama-sama dengan cadangan 
penyelidikan masa hadapan. 
 
Kata kunci: komitmen perhubungan, industri automobil, kepercayaan, kuasa, pembekal.  
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CHAPTER ONE 
INTRODUCTION 
 
1.1  Introduction 
The concept of relationship commitment between buyers and sellers has generated 
substantial interests and has been the central focus in relationship marketing research. 
The purpose of this study is to examine the power influence in the relationship 
commitment between dealers and suppliers in the Thai automobile industry. This chapter 
introduces the background of study, problem statement, research objectives, research 
questions, significance of the study and thesis organization.  
 
1.2  Background of the Study 
The automotive industry is one of the leading industries in Thailand with significant 
contribution to the economy, employment, value added and automotive technology 
development in Thailand as well as supply chain related industries. The automotive 
industry is one of the main industries in Thailand that generates economic value for the 
country. Due to consistent economic and industrial growth in Thailand and Asia, in  
2014, Thailand automotive production capacity manage to exceed 3 million vehicles each 
for automobile and motorcycles (http://www.thaiauto.or.th/2012).  
 
At present, it is one of the largest industries in the country, which is crucial for the 
growth and security of economic system and national development. The industry has 
links with a variety supporting industries, which tend to be small and medium enterprises 
The contents of 
the thesis is for 
internal user 
only 
137 
 
REFERENCES 
Abdul-Muhmin, A. G. (2002). Effects of suppliers' marketing program variables on 
industrial buyers' relationship satisfaction and commitment. Journal of Business 
& Industrial Marketing, 17(7), 637-649. 
Abdul-Muhmin, A. G. (2005). Instrumental and interpersonal determinants of 
relationship satisfaction and commitment in industrial markets. Journal of 
Business Research, 58(5), 619-628. 
Abolhasanpour, M., Seyed-Esfahai, M. M., Kimiagari, M. A., Abolhasanpoor, A., & 
Tajalli, M. (2011). Power, cooperation, trust and commitment in supplier-buyer 
relationship. Journal of American Science, 7(8), 820-826. 
Absar, S.S. (2001). Problems surrounding wages: the ready-made garments sector in 
Bangladesh. Labour and Management in Development, 2(7), 1-17. 
Achrol, R. S. (1997). Changes in the theory of inter-organizational relations in marketing: 
Toward a network paradigm. Journal of the Academy of Marketing Science, 25, 
56-71. 
Ackfeldt, A. L., & Coote, L. V. (2005). A study of organizational citizenship behaviors in 
a retail setting. Journal of Business Research, 58(2), 151-159. 
Aczel, A., & Sounderpandian, J. (2002). Complete Business Statistics. New Your, USA. 
Allard, V. R., Liljander, V., Semeijn, J. J., & Polsa, P. (2011). EU deregulation and 
dealer-supplier relations in automotive distribution. Journal of Business and 
Industrial Marketing, 26(2), 115-131. 
Allen, N. J., & Meyer, J. P. (1991). The measurement and antecedents of affective,  
continuance and normative commitment to the organization. Journal Occp 
Psychol, 63, 1-18. 
Andaleeb, S. S. (1996). An experimental investigation of satisfaction and commitment in 
marketing channels: The role of trust and dependence. Journal of Retailing, 72(1), 
77-93. 
Anderson, E., & Weitz, B. (1989). Determinants of continuity in conventional industrial 
channel dyads. Marketing Science, 8(4), 310-323. 
138 
 
Anderson, E., & Weitz, B. (1992). The use of pledges to build and sustain commitment in 
distribution channels. Journal of Marketing Research, 29(1), 18-34. 
Anderson, E., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share, 
and profitability: Findings from Sweden. Journal of Marketing, 58(3), 53-66. 
Anderson, J. C., & Narus, J. A. (1984). A model of the distributor's perspective of 
distributor-manufacturer working relationships. Journal of Marketing, 48(4), 62-
74. 
Anderson, J. C., & Narus, J. A. (1990). A model of distributor firm and manufacturer 
firm working partnerships. Journal of Marketing, 54(1), 42-58. 
Anderson, R. (1996). Personal selling and sales management in the new millennium, 
Journal of Personal Selling and Sales Management, 16(4), 17-32 
Armstrong, J. S., & Overton, T. S. (1977). Estimating nonresponse bias in mail surveys. 
Journal of Marketing Research, 14(3), 396-402. 
Aurier, P. & N’Goala, G. (2010). The differing and mediating roles of trust and 
relationship commitment in service relationship maintenance and development, 
Journal of Academic Marketing, 28, 303-305. 
Baker, T. L., Simpson, P. M., & Siguaw, J. A. (1999). The impact of suppliers' 
perceptions of reseller market orientation on key relationship constructs. Journal 
of Academy of Marketing Science, 27(1), 50-57. 
Baldauf, A., Reisinger, H., & Moncrief, W. C. (1999). Examining motivations to refuse 
in industrial mail surveys. Journal of the Market Research Society, 41(3), 345-
353. 
Balsley, H.L. (1970). Quantitative research methods for business and economics. New 
Jersey: McGraw Hill. 
Bansal, H. S., Irving, P. G., & Taylor, S. F. (2004). A three-component model of 
customer commitment to service providers. Journal of the Academy of Marketing 
Science, 32(3), 234-250. 
Bantham, J. H., Celuch, K. G., & Kasouf, C. J. (2002). A perspective of partnerships 
based on interdependence and dialectical theory. Journal of Business Research, 
56, 265-274. 
139 
 
Baran, R.J., Galka, D.P. and Strunk (2008). Principles of Customer Relationship 
Management, New Jersey: Thomson South-Western. 
Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator distinction in social 
psychological research: Conceptual, strategic, and statistical considerations. 
Journal of Personality and Social Psychology, 51, 1173-1182. 
Barratt, M., & Oliveira, A. (2001). Exploring the experiences of collaborative planning 
initiatives. International Journal of Physical Distribution and Logistics 
Management, 31(4), 266-289. 
Baucus, D., Baucus, M., & Human, S. (1993). Choosing a franchise: How base fee and 
royalties relate to the value of the franchise. Journal of Small Business 
Management, 31(2), 91-104. 
Beatson, A., Lings, I., & Gudergan, S. (2008). Employee behaviour and relationship 
qulaity: Impact on customer. The Service Industries Journal, 28(2), 211-223. 
Benton, W. C., & Maloni, M. J. (2005). The influence of power driven buyer/seller 
relationships on supply chain satisfaction. Journal of Operations Management, 
23, 1-22. 
Berry, A. (1983). Management control and methodology. In Lowe, T & Machin, J. 
(Eds.), New Perspective in Management Control. London: Macmillan.  
Berry, L. L. (1995). Relationship marketing of services-growing interest, emerging 
perspectives. Journal of the Academy of Marketing Science, 23(4), 236-245. 
Bhattacherjee, A. (2012). Social Sciences Research: Principles, Methods and Practice 
(2
nd
 ed.). Textbook Collection. Book3. 
http://scholarcommons.usf.edu/oa_textbook/3. 
Blau, M. P. (1964). Exchange and power in social life. New York: Wiley. 
Bowen, J. T., & Shoemaker, S. (2003). Loyalty: A strategic commitment. Cornell Hotel 
and Restaurant administration Quarterly, 44(5/6), 31-46. 
Brown, J. R., Cobb, A. T., & Lusch, R. F. (2006). The roles played by inter-
organizational contracts and justice in marketing channel relationships. Journal of 
Business Research, 59, 166-175. 
140 
 
Brown, J. R., Lusch, R. F., & Muchling, D. D. (1983). Conflict and power dependence 
relations in retailer-supplier channels. Journal of Retailing, 59(4), 53-80. 
Brown, J. R., Lusch, R. F., & Nicholson, C. Y. (1995). Power and relationship 
commitment: Their impact on marketing channel member performance. Journal 
of Retailing, 71(4), 363-392. 
Buchanan, L. (1992). Vertical trade relationships: the role of dependence and symmetry 
in attaining organizational goals. Journal of Marketing Research, 29, 65-75. 
Busch, P. (1980). The sales manager’s bases of social power and influence upon the sales 
force. The Journal of Marketing, 44(3), 91-101. 
Caceres, R.C. & Paparoidamis, N.G. (2007). Service quality, relationship satisfaction, 
trust, commitment and business-to-business loyalty. European Journal of 
Marketing, 41(7/8), 836-867. 
Cadotte, E. R., & Stern, L. W. (1979). A prodess model of dyadic interorgnaizational 
relaitnship in marketing. Research in Marketing(2), 127-158. 
Cannon, J., & Perreault, P. (1999). Buyer-seller relationships in business markets. 
Journal of Marketing Research, 36(4), 439-460. 
Cartwright, D. (1965). Influence, leadership, control. Chicago: Rand McNally. 
Chattananon, A., & Trimetsoontorn, J. (2009). Relationship marketing: A Thai case. 
Internation Journal of Emerging Markets, 4(3), 252-274. 
Chearanaipanit, W. (2013). Thailand car dealer analysis. Retrieved from 
http://oweera.blogspot.com/2013/03/thailand-car-dealer-analysis.html 
Chee, L. K., & Peng, N. K. (1996). Customer orientation and buyer satisfaction. Asia 
Pacific Journal of Management, 13(1), 101-116. 
Childers, T.L., & Ruekert, R. W. (1982). The meaning and determinants of cooperation 
within an inter-organizational marketing network, in S.D. Hunt and R.F. Bush 
(Eds.), Marketing Theory: Philosophy of Science Perspectives (pp. 116-119). 
Chicago, IL., USA. 
Chinomana, R. (2012). The rold of dealer' non-mediated power in fostering SME 
manufacturer's cooperation: SME manufactruers' perspective. Journal of 
Industrial Distribution and Business, 3(2), 5-16. 
141 
 
Cho, J. (2006). The mechanism of trust and distrust formation and their relational 
outcomes. Journal of Retailing, 82(1), 25-35. 
Chua Yan Piaw. (2008). Asas statistik penyelidikan: Analisis data skala ordinal dan 
skala nominal. Malaysia: McGraw-Hill.  
Cohen J. A, (1992). Power primer. Psychological Bulletin,112, 155-159. 
Cook, K. S. (2000). Charting futures for sociology: Structure and action. Contemporary 
Sociology, 29(5), 685-692. 
Cook, K. S., & Emerson, R. M. (1978). Power, equity and commitment in exchange 
networks. American Sociological Review, 43(5), 721-739. 
Cooper, D. R., & Schindler, P. S. (2006). Marketing research. New York: McGraw-Hill. 
Coote, L. V., Forrest, E. J., & Tam, T. W. (2003). An investigation into commitment in 
non-Western industrial marketing relationships. Industrial Marketine 
Management, 32(7), 595-604. 
Copulinsky, J. R., & Wolf, M. J. (1990). Relationship marketing: Positioning for the 
future. Journal of Business Strategy, 11(4), 16-20. 
Corsten, D., & Kumar, N. (2005). Do suppliers benefit from colloborative relationships 
with large retailers? An Empirical investigation of effiient consumer response 
action. Journal of Marketing, 69, 80-94. 
Coughlan, A. T., Anderson, E., Stern, L. W. & El-Ansary, A. I. (2006). Marketing 
channels (6th ed.), NJ: Pearson Prentice-Hall. 
Cravens, D. W. (1995). Introduction to the special issue. Journal of the Academy of 
Marketing Science, 23(4), 235. 
Creswell, J. (2009). Research design: Qualitative, quantitative and mixed methods 
approaches (3
rd
 ed.). New Jersey:  Sage Publications Ltd.  
Crosby, L. A., & Stevens, N. (1987). Effects of relationship marketing on relationship 
satisfaction, retention and prices in the life insurance industry. Journal of 
Marketing Research, 24(4), 404-411. 
Dahl, R. (1957). The concept of power. Behavioral Science, 2(3), 201-215. 
142 
 
de Ruyter, K., Moorman, L., & Lemmink, J. (2001). Antecedents of commitment and 
trust in customer-supplier relationship in high technology markets. Industrial 
Marketine Management, 30(3), 271-286. 
Department of Business development (2013) Thailand business data warehouse. 
Retrieved from http://datawarehouse.dbd.go.th/bdw/menu/est/1.html 
Doner, R. F., Greg, G. N., & John, R. (2004). Production networks in East Asia’s 
automotive part industry. In Shahid Yusuf, M. Ajum Altaf & K. Nabeshima 
(Eds.), Global production networks and technological change in East Asia. New 
York: Oxford University Press. 
Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer-
seller relationships. Journal of Marketing, 61(2), 35-51. 
Doyle, P. (1995). Marketing in the new millennium.  European Journal of Marketing, 
29(13), 23–41. 
Dwyer, F. R., & Welsh, A. (1985). Environmental relationship of the internal political 
economy of marketing channels. Journal of Marketing Research, 22(4), 397-414. 
Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing buyer-seller relationships. 
Journal of Marketing, 51(4), 11-28. 
Economist Intelligence Unit. (2008). Thailand: Country profile 2008. London: EIU. 
El-Ansary, A. I., & Stern, L. W. (1972). Power measurement in the distribution channel. 
Journal of Marketing Research, 9(1), 47-52. 
Elizur, D., & Koslowsky, M. (2001). Values and organizational commitment. 
International Journal of Manpower, 22(7), 593-599. 
Emerson, R. M. (1962). Power-dependence relationships. American Sociological Review, 
27(1), 31-41. 
Emerson, R. M. (1972). Exchange theory, part 1: A psychological basis for social 
exchange”, 38-57, “Exchange theory, Part II: Exchange relations and networks. 
Boston: Ma: Houghton-Mifflin. 
Etgar, M. (1978). Intrachannel conflict and use of power. Journal of Marketing Research, 
15(2), 273-274. 
143 
 
Evans, J. R., & Laskin, R. L. (1994). The relationships marketing process: A 
conceptualization and application. Industrial Marketing Management, 23, 439-
452. 
Evanschitsky, H., Iyer, G. R., Plassmann, H., Niessing, J., & H., M. (2006). The relative 
strength of affective commitment in securing loyalty in service relationships. 
Journal of Business Research, 59(12), 1207-1213. 
Fischer, E. & J. Bristor (1994). A feminist poststructuralist analysis of the rhetoric of 
marketing relationships. International Journal of Research in Marketing, 11(4), 
317–331. 
FrankFort-Nachmias, C., & Nachmias, D. (1992) Research methods in the social sciences 
(4 Ed). New York: St, Martin’s Press 
Frazier, G. L. (1983). Inter-organizational exchange behaviour in marketing channel: A 
broadened perspective. Journal of Marketing, 47(4), 68-78. 
Frazier, G. L. (1999). Organizing and managing channels of distribution. Journal of the 
Academy of Marketing Science, 27(2), 226-240. 
Frazier, G. L., & Antia, K. D. (1995). Exchange relationship and interfirm power in 
channel of distribution. Journal of the Academy of Marketing Science, 23, 321-
326. 
Frazier, G. L., & Summers, J. O. (1986). Perceptions of interfirm power and its use 
within a franchise channel of distribution. Journal of Marketing Research, 23(2), 
169-176. 
Frazier, G. L., Gill, J. D., & Kale, S. H. (1989). Dealer dependence levels and reciprocal 
actions in a channel of distribution in a developing country. Journal of Marketing, 
53(1), 50-69. 
French, J. R. P., Jr.,, & Raven, B. H. (1959). The bases of social power. In D. Cartwright 
(Ed.), Studies in social power (pp. 150-167). Ann Arbor, MI: University of 
Michigan. 
Fu, S., Lin, J., Hu, X., & Wen, X. (2013). The alliance performance and stability of "A 
company farmers": From the perspective of company. Journal of Applied 
Sciences, 13(8), 1281-1288. 
144 
 
Fullerton, G. (2005). The impact of brand commitment on loyalty to retain service brand. 
Canadian Journal of Administrative Sciences, 22(2), 97-110. 
Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. 
Journal of Marketing, 58(2), 1-19. 
Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust and 
commitment in customer relationships. Journal of Marketing, 63(4), 77-87. 
Gaski, J. F. (1984). The theory of power and conflict in channels of distribution. Journal 
of Marketing, 48(3), 9-29. 
Gaski, J. F. (1986). Interrelations among a channel entity’s power sources: impact of the 
exercise of reword and coercion on expert, referent, and legitimate power sources. 
Journal of Marketing Research, 23(1), 62-77. 
Gaski, J. F., & Nevin, J. R. (1985). The differential effects of exercised and unexercised 
power sources in a marketing channel. Journal of Marketing Research, 22(2), 
130-142. 
Gassenheimer, J. B., & Rosemary, R. (1994). The impact of dependence on dealer 
satisfaction: A comparison of reseller-supplier relationship. Journal of Retailing, 
70(3), 253-266. 
Geyskens, I., & Steenkamp, J. B. (2000). Economic and social satisfaction: Measurement 
and relevance to marketing channel relationships. Journal of Retailing, 76(1), 11-
32. 
Geyskens, I., Steenkamp, J. B., & Kumar, N. (1998). Generalizations about trust in 
marketing channel relationships using meta-analysis. International of Research in 
Marketing, 15(3), 223-248. 
Geyskens, I., Steenkamp, J. E. M., Scheer, L. K., & Kumar, N. (1996). The effects of 
trust and interdependence on relationship commitment: A trans-atlantic study. 
Journal of Research in Marketing, 13, 303-317. 
Gilaninia, S., Almani, A. M., Pournaserani, A., & Mousavian, S. J. (2011). Relationship 
marketing: A newapproach to marketing in the third millennium. Australian 
Journal of Basic and Applied Sciences, 5(5), 787-799. 
Godson, M. (2010). Relationship marketing. New York: Oxford University Press Inc. 
145 
 
Goodman, L. E., & Dion, P. A. (2001). The determinants of commitment in the 
distributor- manufacturer relationship. Industrial Marketing Management, 30, 
287-300. 
Gounaris, S. P. (2005). Trust and commitment influences on customer retention: Insights 
from business-to-business services. Journal of Business Research, 58(2), 126-140. 
Greener, S. (2008). Business research methods. London: Ventus Publishing. 
Gro¨nroos, C. (1990). Relationship approach to marketing in service contexts: the 
marketing and organizational behavior interface. Journal of Business Research, 
20(11), 3-11. 
Gummesson, E. (2002). Total Relationship Marketing (2
nd
 ed.). London: Butterworth-
Heinemann. 
Gundlach, G. T., Achrol, R. S., & Mentzer, J. T. (1995). The structure of commitment in 
exchange. Journal of Marketing, 59(1), 78-92. 
Gundlach, G., & Murphy, P. E. (1993). Ethical and legal foundations of relational 
marketing exchanges. Journal of Marketing, 57(10), 35-46. 
Hair, J. F., Black, B., & Babin, B. J. (2010). Multivariate data analysis (7
th
 ed.). Upper 
Saddle River: Prentice Hall. 
Hakansson, H. (1982). International marketing and purchasing of industrial goods: An 
interaction approach. Chichester: John Wiley & Sons, Ltd. 
Hallen, L., & Sandstrom, M. (1991). Relationship atmosphere in international business. 
In S. J. Paliwoda (Ed.), New perspectives on international marketing (pp. 108-
125). London: Routeldge. 
Hanley, M. (2009). Automotive market in Thailand: Industry overviews, 2010. Retrieved 
from 
http://www.ey.com/Publication/vwLUAssets/Industry_Automotive_market_in_T
hailand/$file/Industry_Automotive_market_in_Thailand.pdf 
Harmon, T. R., & Griffiths, M. A. (2008). Franchisee perceived relationship value. 
Journal of Business & Industrial Marketing, 24(4), 256-263. 
Heide, J. B. (1994). Inter-organizational governance in marketing channels. Journal of 
Marketing, 58(1), 71-85. 
146 
 
Heide, J. B., & John, G. (1988). The role of dependence balancing in safeguarding 
transaction-specific assets in conventional channels. Journal of Marketing, 52(1), 
20-35. 
Hibbard, J. D., Kumar, N., & Stern, L. W. (2001). Examining the impact of destructive 
acts in marketing channel relationships. Journal of Marketing Research, 38(1), 
45-61. 
Homans, G. C. (1961). Social behavior: Its elementary forms. New York: Harcourt Brace 
& World. 
Homans, G.C. (1958). Social behavior as exchange. American Journal of Sociology, 
63(6), 31-41. 
Humphries, A. S., & Wilding, R. (2004). Sustained monopolistic business relationships: 
A UK defence procurement case. European Journal of Marketing, 38(1), 99-120. 
Hunt, S. D., & Nevin, J. R. (1974). The comparative advantage theory of competition. 
Journal of Marketing, 59(2), 1-15. 
Hunt, S. D., Chonko, L. B., & Wood, V. R. (1985). Organizational commitment and 
marketing. Journal of Marketing, 49(1), 112-126. 
Huntley, J. K. (2006). Conceptualization and measurement of relationship quality: 
Linking relationship quality to actual sales and recommendation intention. 
Industrial Marketing Management, 35(6), 703-714. 
Iacobucci, D. and Hibbard, J. D. (1999). Toward an encompassing theory of business 
marketing relationships  and interpersonal commercial relationships: An empirical 
generalization. Journal of Interactive Marketing, 13(3), 13–33. 
Ingram, T. N., Lee, K. S., & Lucas, G. H. (1991). Commitment and involvement: 
Assessing a salesforce typology. Journal of the Academy of Marketing Science, 
19(3), 187-197. 
Institute, T. A. (2013). Statistic vehicle domestic wholesales, 2013. Retrieved from 
http://www.taia.or.th/thai/statisticdetail.aspx?id=5 
Islam, M. S. & Liang, G. Q. (2013).  Supply chain management on apparel order process: 
a case study in Bangladesh garment industry.  Asian Journal of Business and 
Management Sciences, 2(8), 60-72. 
147 
 
Ismail, S-T. (2009). The effects of relationship marketing on organizational outcomes an 
applied study in Jordanian insurance companies. European Journal of Social 
Sciences, 12(2), 176-179. 
Itthiopassagul, P., & Blois, K. (2000). Managing business relationship in Thailand. 
Journal of Asian Business, 16(2), 71-85. 
Jap, S. D. (1999). Pie-expansion efforts: Collaboration processes in buyer-supplier 
relationship. Journal of Marketing Research, 36(4), 461-475. 
Jap, S. D., & Ganesan, S. (2000). Control mechanisms and the relationship life cycle: 
Implications for safeguarding specific investments and developing commitment. 
Journal of Marketing Research, 37(2), 227-245. 
John, G. (1984). An empirical investigation of some antecedents of opportunism in a 
marketing channel. Journal of Marketing Research, 21(3), 278-289. 
Johnson, J. L., Sakano, T., Cote, J., & Onzo, N. (1993). The exercise of inter-firm power 
and its repercussions in US Japanes channel relationships. Journal of Marketing, 
57(2), 1-10. 
Jonker, J. & Pennink, B. (2010). The essence of research method. Verlag Berlin 
Heidelberg: Springer. 
Jonsson, P., & Zineldin, M. (2003). Achieving high satisfaction in supplier-dealer 
working relationship. International Journal of Supply Chain Management, 8(3), 
224-240. 
Joshi, A. W., & Stump, R. L. (1999). The contingent effect of specific asset investments 
on joint action in manufacturer–supplier relationships: An empirical test of the 
moderating role of reciprocal asset investments, uncertainty and trust. Journal of 
the Academy of Marketing Science, 27(3), 291-305. 
Justis, R., & Judd, R. (1989). Franchising. Cincinati: South-Western Publishing Co. 
Kale, S. H. (1986). Manufacturer’s power and influence strategies within distribution 
channels in a developing country. Journal of Marketing Research, 23(4), 387-393. 
Kasulis, J. J., & Spekman, R. E. (1980). A framework for the use of power. European 
Journal of Marketing, 14(4), 180-191. 
148 
 
Kasulis, J. J., Spekman, R. E., & Bagozzi, R. P. (1979). A taxonomy of channel influence: 
A theoretical-operational framework. Cambridge, Mass: Marketing Science 
Institute. 
Kazemi, F., Keskar, A., & Esmaelli, M. (2010). A comparative study of interfirm 
strategies of truck manufacturers in Iran and India. International Journal of 
Business and Management, 5(3), 165-170. 
Keith, J. E., Jackson, D. W., & Crosby, L. A. (1990). Effects of alternative types of 
influence strategies under different channel dependent structures. Journal of 
Marketing, 54, 30-41. 
Kerlinger, F.N. & Lee, H.B. (2000). Foundations of behavioral research. (4
th
 ed.). Fort 
Worth: Harcourt Brace College.  
Keysuk, K., & Frazier, G. L. (1997). Measurement of distributor commitment in 
industrial 
Khosla, N. (2009).  The ready-made garments industry in Bangladesh: A means to 
reducing gender-based social exclusion of women? Journal of International 
Women’s Studies. 11(1), 289-303. 
Kim, J. B., & Michell, P. (1999). Relationship marketing in Japan: The buyer-supplier 
relationships of four automakers. Journal of Business & Industrial Marketing, 
14(2), 118-129. 
Kim, K. (2001). On the effects of customer conditions on distributor commitment and 
supplier commitment in industrial channels of distribution. Journal of Business 
Research, 51(2), 87-99. 
Kim, K., & Frazier, G. L. (1997). On distributor commitment in industrial channels of 
distribution: a multicomponent approach. Psychology and Marketing, 14(8), 847-
877. 
Kim, K., & Oh, C. (2002). On distributor commitment in marketing channels for 
industrial product: Contrast between the United States and Japan. Journal of 
International Marketing, 10(1), 72-97. 
Klein, R.B. (2011). Principles and Practices of Structural Equation Modelling (3
rd
 ed.) 
New York: The Guilford Press. 
149 
 
Konovsky, M. A., & Cropanzano, R. (1991). Perceived fairness of employee drug testing 
as a predictor of employee attitudes and job performance. Journal of Applied 
Psychology,76(5), 689-707. 
Kotler, P. (1991). Presentation in the trustees meeting of the marketing science institute 
in November 1990, Boston.  
Kotler, P., Keller, K.L.,  Koshy, A. & Jha, M. (2009). Marketing Management- A South 
Asian Perspective. (13
th
 ed.). New Delhi: Dorling Kindersley. 
Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. 
Educational and Psychological Measurement, 30, 607-610 
Kumar, N., Scheer, L. K., & Steenkamp, J. E. M. (1995). The effects of perceived 
interdependence on dealer attitudes. Journal of Marketing Research, 32(3), 348-
356. 
Kwon, I. W. G., & Suh, T. (2004). Factors affecting the level of trust and commitment in 
supply chain relationships. Journal of Supply Chain Management, 40(2), 4-14. 
Lafontaine, F., & Morton, F. S. (2010). Markets: State franchise law, dealer terminations, 
and the auto crisis. Journal of Economic Perspectives, 24(3), 233-250 
Lambe, C. J., Wittmann, C. M., & Spekman, R. E. (2001). Social exchange theory and 
research on business-to-business relational exchange. Journal of Business-to-
Business Marketing, 8(3), 1-36.  
Lambert, D.M., Emmelhainz, M.A., & Gardner, J.T. (1996). Developing and 
implementing supply chain partnerships. International Journal of Logistics 
Management, 7(2), 1-17 
Lee, D. Y., & Dawes, P. L. (2005). Guanxi, trust, and long-term orientation in chinese 
business markets. Journal of International Marketing, 13(2), 56-58. 
Lee, J. W. C., Mohamad, O., & Ramayah, T. (2010). Outsourcing: is the social exchange 
theory still relevant in developing countries? Journal of Research in Interactive 
Marketing, 4(4), 316-345. 
Leonidou, L. C., Tallas, M., & Leonidou, C. N. (2008). Excercised power as a driver of 
trust and commitment in cross-border industrial buyer-seller relationship. 
Industrial Marketing Management, 37(1), 92-103. 
150 
 
Leonidou, L. C., Palihawadana, D., & Theodosiou, M. (2006). An integrated model of the 
behavioural dimensions of industrial buyer-seller relationships. European Journal 
of Marketing, 40(1/2), 145-173. 
Leung, T. K. P., Lai, K., Chan, R. Y. K., & Wong, Y. H. (2005). The role of winyou and 
guanxi in Chinese relaitonship marketing. European Journal of Marketing, 
39(5/6), 528-559. 
Li, D., Browne, G. J., & Wetherbe, J. C. (2006). Why do internet users stick with a 
specific web site? A relationship perspective. International Journal of Electronic 
Commerce, 10(4), 105-141. 
Lietz, P. (2010). Research into Questionnaire Design. International Journal of Market 
Research, 52(2), 249-272. 
Lindskold, S. (1978). Trust development, the GRIT proposal and the effects of 
conciliatory act on confilct and cooperation. Psychological Bulletin, 85(4), 772-
793. 
Liu, H., & Wang, Y. P. (2000). Interfirm channel relationship, influence strategies and 
performance in China: An empirical examination. Journal of Transnational 
Management Development, 40(3/4), 135-152. 
Luhmann, N. (1988). Familiarity, confidence, trust: Problems and alternative. In D. G. 
Gambetta (Ed.), Trust. New York: Basil Blackwell. 
Lusch, R. F. (1976). Sources of power: Their impact on intrachannel conflict. Journal of 
Marketing Research, 13(4), 382-390. 
Lusch, R. F., & Brown, J. R. (1982). A modified model of power in the marketing 
channel. Journal of Marketing Research, 19(3), 312-323. 
Lusch, R. F., & Brown, J. R. (1996). Interdependency, contracting, and relational 
behavior in marketing channels. Journal of Marketing, 60(4), 19-38. 
MacMilan, K., Money, K., Money, A., & Downing, S. (2005). Relationship Marketing in 
the not-for-profit sector: an extension and application of the commitment-trust 
theory. Journal of Business Research, 58(6), 806-818. 
Malley, M. (1997). Mergers and acquisitions. Hotel and Motel Management, 212(20), 36-
46. 
151 
 
Maloni, M. J., & Benton, W. C. (2000). Power influences in the supply chain. Journal of 
Business Logistics, 21(1), 42-73. 
Marshall, G. W., & Michaels, R. E. (2001). Research in selling and sales management in 
the next millennium: an agenda from the AMA faculty consortium. Journal of 
Personal Selling and Sales Management, 21(1), 15-18.  
Matveev, A.V. (2002). The advantages of employing quantitative and qualitative methods 
in intercultural research: practical implications from the study of the 
perceptions of intercultural communication competence, American and 
Russian Managers. New York: Russian Communication Association. 
McDonald, M., Millman, T., & Rogers, B. (1997). Key account management: theory, 
practice and challenges. Journal of Marketing Management, 13(8), 737-757.  
 
McKenna, R. (1991). Relationship marketing: successful strategies for the age of the 
customer. New Jersey: Addison-Wesley. 
Mentzer, J.T., Min, S., & Zach, G.Z. (2000). The nature of interfirm partnering in supply 
chain management. Journal of Retailing, 76(4), 549-568 
Miller, P. J. E., & Rempel, J. K. (2004). Trust and partner-enhancing attributions in close 
relationships. Personality and Social Psychology Bulletin, 30(6), 695-705. 
Mills, J. & Clark, M. S. (1982). Exchange and communal relationships. Review of 
Personality and Social Psychology, 3, 121-144. 
Mohammad, T., Shaharm, F., & Seyyed, J. M. (2011). The role of realitonship marketing 
in customer orientation process in the banking industry with focus on loyalty 
(Case study: Banking industry of Iran). International Journal of Business and 
Social Science, 2(19), 155-166. 
Mohr, J. J., & Spekman, R. (1994). Characteristics of partnership success: Partnership 
attributes, communication behavior, and conflict resolution techniques. 
Management Journal, 15(2), 135-152. 
Moore, K. R. (1998). Trust and relationship commitment in logistics alliances: A buyer 
perspective. International Journal of Purchasing and Materials Management, 
34(1), 24-37. 
152 
 
Moore, K.R. & Cunningham, W.A. III (1999). Social exchange behaviour in logistics 
relationships: a shipper perspective. International Journal of Physical 
Distribution & Logistics Management, 29(2), 103-21. 
Moorman, C., Zaltman, G., & Deshpande, R. (1992). Relationship between providers and 
users of market research: The dynamics of trust within and between organizations. 
Journal of Marketing Research, 29(3), 314-328. 
Moorman, C., Zaltman, G., & Deshpande, R. (1993). Factors affecting trust in market 
relationship. Journal of Marketing, 57(1), 81-101. 
Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 
marketing. The Journal of Marketing, 58(3), 20-38.  
Mukherjee, A., & Nath, P. (2003). A model of trust in online relationship banking. 
Internation Journal of Bank Marketing, 21(1), 5-15. 
Nadin, G. (2008). Dealer-carmaker relationship: the theories of the duality of trust and 
of power-dependence (Vol. 8). 
Nag, B., Banerjee, S., & Chatterjee, R. (2007). Changing features of the automobile 
industry in Asia: Comparison of production, trade and market structure in 
selected countries. Retrieved from 
http://www.unescap.org/tid/artnet/pub/wp3707.pdf 
Narus, J. A., & Anderson, J. C. (1987). Distributor contributions to partnerships with 
manufacturers. Buniness Horizons, 30(5), 34-42. 
Ndubisi, N. O., & Wah, C. K. (2005). Factorial and discriminant analyses of the 
underpinnings of relationship marketing and customer satisfaction. International 
Journal of Bank Marketing, 23(7), 542-557. 
Nicholson, J. P., & Goh, S. C. (1983). The relationship of organization structure and 
interpersonal attitudes to role conflict and ambiguity in different work 
enviornments. Academy of Management Journal, 26(1), 148-155. 
Noordewier, T. G., John, G., & Nevin, J. R. (1990). Performance outcomes of purchasing 
arrangements in industrial buyer-vendor relationships. Journal of Marketing, 
54(4), 80-93. 
Nunnally, J. C. (1978). Psychometric theory (2
nd
 ed.). New York: McGraw-Hill. 
153 
 
Odekerken-Schhroder, Ouwersloot, H., Lemmink, J. & Semeijn, J. (2003). Consumers’ 
trade-off between relationship, service package and price: An empirical study in 
the car industry, European Journal of Marketing, 37(1/2), 219-242. 
Oliver, L. R. & Swan, J. (1989). Equity and disconfirmation perceptions as influences on 
merchant and product satisfaction. Journal of consumer research, 16(3), 372-383. 
Omar, O. E. (1998). Strategic collaboration: A beneficial retail marketing strategy for car 
manufacturers and dealers. Journal of Strategic Marketing, 6(1), 65-78. 
Pallant, J. (2001). SPSS survival manual: A step by step guide to data analysis using 
SPSS for Windows. London: Open University Press. 
Pallant, J. (2007). A Step-by-Step Guide to Data Analysis using SPSS Version 15. 
London: Open University Press. 
Pallant, J. (2011). SPSS Survival Manual: Step by step guide to data analysis using SPSS, 
4
th
 edition. Melbourne: Allen & Unwin.   
Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2006). Factors influencing the 
effectiveness of relationship marketing: A meta-analysis. Journal of Marketing, 
70(4), 136-153. 
Park, J., Lee, J., Lee, H., & Truex, D. (2012). Exploring the impact of communication 
effectiveness on service quality, trust and relationship commitment in IT services. 
International Journal of Information Management, 32,5, 459-468. 
Parsons, A.L. (2002). What determine buyer-seller relationship quality? An investigation 
from the buyer's perspective. Journal of Supply Chain Management, 38(2), 4-12. 
Patrick, G.F., Peiter, A.J., Knight, T.O., Coble, K.H. and Baquet, A.E. (2007). Producers 
risk management attitudes and desire for additional risk management education. 
Journal for Agricultural and Applied Economics, 39(3), 671-687. 
Payan, J., & McFarland, R. (2005). Decomposing influence strategies: Argument 
structure and dependence as determinants of the effectiveness of influence 
strategies in gaining channel member compliance. Journal of Marketing, 69(7), 
66-79. 
154 
 
Petison, P. (2010). Cross cultural relationship marketing in the Thai context: The 
Japanese buyer's perspective. International Journal of Trade, Economics and 
Finance, 1(1), 17-20. 
Piercy, N. F., & Lane, N. (2006). The hidden risks in strategic account management 
strategy. Journal of Business Strategy, 27(1), 18-26.  
Piercy, N. F., Cravens, D. W., & Morgan, N. A. (1997). Sources of effectiveness in the 
business-to-business sales organization. Journal of Marketing Practice: Applied 
Marketing Science, 3(1), 45-71.  
Piercy, N. F., Cravens, D. W., & Morgan, N. A. (1998). Salesforce performance and 
behaviour-based management processes in business-to-business sales 
organizations. European Journal of Marketing, 32(1/2), 79-100.  
Piercy, N.F. (2006). The strategic sales organisation. The Marketing Review 6(1), 3-28. 
Ping, R. (2007) Salesperson-employer relationships: salesperson responses to relationship 
problems and their antecedents’, The Journal of Personal Selling and Sales 
Management, 27(1), 39-57 
Ping, R. A., Jr. (2003). Antecedents of satisfaction in a marketing channel. Journal of 
Retailing, 79(4), 237-248. 
Pornpitakpan, C. (2001). The environmental concern in Thailand: Managerial 
implications. Journal of International Consumer Marketing, 14, (2/3), 123-135. 
Power, T. L., & Reagan, W. R. (2007). Factors influencing successful buyer-seller 
relationship. Journal of Business Research, 60(12), 1234-1242. 
Power: An Exploratory and Confirmation of Their Underlying Dimensions,” in the 
  Power: An Exploratory and Confirmation of Their Underlying Dimensions, AMA 
Educators’ Proceedings, R. Lusch et al (eds.) Chicago: American Marketing 
Association. 
Provan, K., & Gassenheimer, J. B. (1994). Supplier commitment in relational contract 
exchanges with buyers: A study of inter-organizational dependence and exercised 
power. Journal of Management, 31(1), 55-68. 
Rachjaibun, Nitta. (2007). A study of antecedents of E-Relationships Quality in hotel 
websites. Unpublished doctoral thesis, Oklahoma State University. 
155 
 
Rackham, N., & DeVincentis, J. R. (1999). Rethinking the sales force. New York: 
McGraw-Hill. 
Ramaseshan, B., Yip, L. S. C., & Pae, J. H. (2006). Power, satisfaction, and relationship 
commitment in Chinese store-tenant relationship and their impact on 
performance. Journal of Retailing, 82(1), 63-70. 
Ritter, T., Wilkinson, I. F., & Johnston, W. J. (2004). Managing in complex business 
networks. Industrial Marketing Management, 33(3), 175-183. 
Rodríguez, C. M., & Wilson, D. T. (2002). Relationship bonding and trust as a 
foundation for commitment in US-Mexican strategic alliances: A structural 
equation modeling approach. Journal of International Marketing, 10(4), 53-76.  
Rodriguez, I. R., Agudo, J. C., & Gutierrez, H. (2006). Determinants of economic and 
social satisfaction in manufacturer-distributor relationships. Industrial Marketing 
Management, 35(6), 666-675. 
Rodriguez, I. R., Agudo, J. C., & Gutierrez, H. S. M. (2006). Determinants of economic 
and social satisfaction in manufacturer-distributor relationships. Industrial 
Marketing Management, 35, 666-675. 
Roslin, R. M., & Melewar, T. C. (2004). Linking practices reflective of Asian values: 
And relationship marketing in the grocery distribution channels in Malaysia. 
international Journal of Retail & Distribution Management, 32(1), 33-44. 
Rotter, J. B. (1967). A new scale for the measurement of interpersonal trust. Journal of 
Personlity, 35(4), 651-665. 
Ruyter, K. d., Moorman, L., & Lemmink, J. (2001). Antecedents of commitment and 
trust in customer-supplier relationship in high technology markets. Industrial 
Marketing Management, 30(3), 271-286. 
Ryu, S., Park, J. E., & Min, S. (2007). Factors of determining long-term orientation in 
interfirm relationship. Journal of Business Research, 60(12), 1225-1233. 
Sahu, P.K. (2013). Research Methodology: A Guide for Researcher in Agricultural 
Science, Social Science and Other Related Fields. New Delhi: Springer. 
Saunders, M., Lewis, P., & Thornhill, A. (2009). Research Method for Business Students 
(5
th
 ed.) Essex: Pearson Education Limited. 
156 
 
Scanzoni, J. (1979). Social exchange and behavior interdependence. New Your, NY: 
Academic Press. 
Scheer, L. K., & Stern, L. W. (1992). The effect of influence type & performance 
outcomes on attitude toward the influencer. Journal of Marketing Research, 
29(1), 128-142. 
Schurr, P. H. (2007). Buyer-seller relationship development episode: Theories and 
methods. Journal of Business & Industrial Marketing, 22(3), 161-170. 
Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill building 
approach. (5
th
 ed.). London: John Willey & Sons Ltd.  
Selnes, F. (1998). Antecedents and consequences of trust and satisfaction in buyer-seller 
relationships. European Journal of Marketing, 32(3/4), 305-322. 
Selvan, P. (2011). Antecedents and consequences of relationship satisfaction among 
national car dealers in Malaysia. Unpublished PhD Thesis, University Utara 
Malaysia. 
Selvan P., Nor Azila, M.N. & Zolkafli, H. (2012a). The Relationship of Power on 
Channel Member Social Satisfaction: A Case Study Of Malaysian Car Dealers. 
Proceeding of the International Conference on Asian Studies 2012, 26-27 July, 
Colombo, Sri Lanka. 
Selvan P., Nor Azila, M. N. & Zolkafli, H. (2012b), The Effects Of Uses Of Power On 
Economic Satisfaction Among Car Dealers: A Look At Malaysian Automobile 
Industry. Proceeding of the 2nd International Conference in Business 
Management and Information Science (Icb Mis), Thailand, 19-20
th
 January 2012, 
Bangkok, Thailand.  
Sezen, B., & Yilmaz, C. (2007). Relative effect of dependence and trust on flexibility, 
information cxchange, and solidarity in marketing channels. Journal of Business 
and Industrial Marketing, 22(1), 41-51. 
Shankar, G., Brown, S.P., Babu, J.M. & Hillbun, H. (2010). Buffering and Amplifying 
Effects of Relationship Commitment in Business-to-Business Relationships. 
Journal of Marketing Research, 47, 2, 361-373 
Shani, D., & Chalasani, S. (1993). Exploiting niches using relationship marketing. 
Journal of Consumer Marketing, 9(3), 33-42.  
157 
 
Sharma, N., Young, L., & Wilkinson, I. (2006). The commitment mix: Dimensions of 
commitment in international trading relationships in India. Journal of 
International Marketing, 14(3), 64-91. 
Sheth, J. N. & Parvatiyar, A. (2000). The Evolution of Relationship Marketing’ in Hand 
Book of Relationship Marketing (eds.). California: Sage Publication Inc. 
Sheth, J. N., & Sharma, A. (1997). Supplier relationships: Emerging issues and 
challenges. Industrial Marketing Management, 26, 91-100. 
Sheu, J. B., & Hu, T. L. (2009). Channel power, commitment and performance toward 
sustainable channel relationship. Industrial Marketine Management, 38(1), 17-31. 
Shi, L. H., White, J. C., Zou, S. & Cavusgil, S. T. (2010). Global account management 
strategies: drivers and outcomes. Journal of International Business Studies, 41(4) 
620–638.  
Siguaw, J. A., Simpson, P. M., & Baker, T. L. (1998). Effects of supplier market 
orientation on distributor market orientation and the channel relationship. Journal 
of Marketing, 62(3), 99-111. 
Skarmeas, D., Katsikeas, C. S., & Schlegelmilch, B. B. (2002). Drivers of commitment 
and its impact on performance in cross-cultural buyers-seller relationship: The 
Importer's perspective. Journal of International Business Studies, 33(4), 757-783. 
Skinner, S. J., Gassenheimer, J. B., & Kelley, S. W. (1992). Cooperation in supplier-
dealer relations. Journal of Retailing, 68(2), 174-193. 
Slattery, M.L, Edwards, S.L., Caan, B.J., Kerber, R.A., & Potter, J.D. (1995). Response 
rates among control subjects in case control studies. Ann Epidemiol, 5(3), 245–
249 
Smith, J.B., & Barclay, D.W. (1997). The effects of organizational differences and trust 
on the effectiveness of selling partner relationship. Journal of Marketing, 61(1), 
3-21.  
Spinelly, S., & Burley, S. (1996). Toward a theory of conflict in the franchise system. 
Journal of Business Venturing, 11(5), 329-342. 
158 
 
Stern, L. W., & El-Ansary, A. (1992). Marketing channels. In Englewood Cliffs. NJ: 
Prentice-Hall. 
Stern, L. W., & Reve, T. (1980). Distribution channels as political economies: A 
framework for comparative analysis. Journal of Marketing, 44(3), 52-64. 
Storbacka, K., Davies, I., Nenonen, S., & Ryals, L. J. (2009). Selling as a cross-
functional process. European Journal of Marketing, 43(7/8), 890–906. 
Tabachnich, B.G., Gidell, L.P. (1996). Using multivariate statistics (3rd ed.), New York; 
HarperCollins. 
Tedeschi, J. T., Schlenker, B. R., & Lindskold, S. (Eds.). (1972). The exercise of power 
and influence: The source of influence. Chicago: Aldin-Atherton. 
Thailand Automotive Institute (2013). Automotive navigator, navigate to the automotive 
industry. Retrieved from 
http://www.thaiauto.or.th/2012/backoffice/file_upload/journal/31102557131428.p
df 
Theng-Lau, G., & Goh, M. (2005). Buyer-seller relationship in PCB industry. Supply 
Chain Management: An International Journal, 10(4), 302-312. 
Thibaut, J. W., & Kelley, H. H. (1959). The social psychology of groups. New York: 
John Wiley and Sons. 
Trochim, W., & Donnelly, J. P. (2007). The Research Methods Knowledge Base. Ohio: 
Atomic Dog Prblishing. 
Tsai, Y. S. & Chen, J. Y. (2008). The dimensions of key account management in Taiwan 
it industry: viewpoints of supplier and its key account. Paper presented at the 
Oxford Business &Economics Conference Program (pp. 1-17). UK: Oxford. 
Turner, J. H. (1986). The structure of sociological theory. Chicago: The Dorsey Press. 
UNEP. (2011). Thailand : Atudy area: Location and physical characteristics. Retrieved 
from http://www.rrcap.unep.org/lc/cd/html/countryrep/thailand/studyarea.html 
Urban, D., J., & George, E. H. (2003). The virtual automotive dealership revisited. 
Journal of Consumer Marketing, 20(6), 570-578. 
Valsamakis V. and Groves, G. (1996). Supplier-customer relationships: Do relationships 
perform better? Journal of Fashion Marketing and Management, 1(1), 9-25. 
159 
 
Van Riel, A. C. R., Liljander, V., Semeijn, J., & Polsa, P. (2011). EU deregulation and 
dealer-supplier relations in automotive distribution\. Journal of Business & 
Industrial Marketing, 26(2), 115-131. 
Walter, A., & Ritter, T. (2003). The influence of adaptations, trust, and commitment on 
value-creating functions of customer relationships. Journal of Business & 
Industrial Marketing, 18(4/5), 353-365. 
Weitz, B. A., & Bradford, K. D. (1999). Personal selling and sales management: a 
relationship marketing perspective. Journal of the Academy of Marketing Science, 
27(2), 241. 
Wetzels, M., Ruyter, K. D., & Biregelen, M. V. (1998). Marketing service relationship: 
The role of commitment. Journal of Business and Industrial Marketing, 13(4/5), 
406-423. 
Wieselquist, J. (2009). Interpersonal forgiveness, trust, and the investment model of 
commitment. Journal of Social and Personal Relationships, 26(4), 531-548. 
Wilson, D. T. (1995). An integrated model of buyer-seller relationships. Journal of the 
Academy of Marketing Science, 23(4), 335-345. 
Workman, J. P., Homburg, C., & Jensen, O. (2003). Intraorganizational determinants of 
key account management effectiveness. Journal of the Academy of Marketing 
Science, 31(1), 3-21.  
Wotruba, T. R. (1996). The transformation of industrial selling: causes and consequences. 
Industrial Marketing Management, 25(5), 327-338.  
Wright, N. D., Pearce, J. W., & Busbin, J. W. (1997). Linking customer service 
orientation to competitive performance: Does the marketing concept really work? 
Journal of Marketing Theory & Practice, 5(4), 23-24. 
Young, L., C., & Wilkinson, I. F. (1997). The space between: Towards a typology of 
Interfirm relations. Journal of Business-to-Business Marketing, 4(2), 53-97. 
Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business research 
methods. Canada: South-Western Cengage Learning. 
Zineldin, M., & Johanson, P. (2000). An examination of the main factors affecting 
trust/commitment in supplier-dealer relationship: An empirical study of the 
Swedish wood industry. The TQM Magazine, 12(4), 245-265. 
